Alliance Media Strategies 


Virtual Event Discussion Group Circa 2011 


The following is a copy of a thread from a now defunct LinkedIn Group “Virtual Tech Something,” 
circa 2011; just towards the end of the Jurassic period extinction of the virtual B2B tradeshow 
hubris. (We are currently in the Cretaceous, FYI). It no longer exists online, but for some reason, | 
had the foresight to download and save it. Perhaps | saved it based on my prior experience in the 
Triassic period of virtual, and my desire to spare future generations from repeating the same 
behavior and expecting different results. 


At any rate, | eliminated the names of the participants, except for yours truly, which | highlighted 
‘cause | felt like it. Many of these folks are currently still active and posting; feel free to raise your 
hand if your'e one of them. And if anyone would like to guess the identity of a mystery poster; a 
correct answer will entitle you to complimentary admittance to a free virtual event of your choice; 
25 question registration form and consent to our cookie and data usage agreement still required, 
FOB Detroit. 


Any virtual event pundits suffering from writers block are free to copy and paste any items you feel 
could help meet your quota of LinkedIn posts or webinar subjects...in some cases, it appears you 
already have. 


Finally, all readers are encouraged to bring their own beer and mustard to compliment the 
generous portions of pretzel logic contained herein. 


R. Weissman, 7/13/2021 


Opening Post: 

Name Withheld 

‘Why does it feel like the Virtual Events World has stalled? Where is the 
traction that we all felt just a year ago?” 


Name Withheld It is now just taking off in the UK quite nicely BUT not massively. We 

were quite a bit behind you in the US so traction was always going to take a little time 

anyway. However we are seeing huge increases in enquiries and our conversion rate is 

up by 65%. The biggest change we have seen is that there is an appetite for it at last, no more 
glazed over execs when we go and see them. Even with Immersive 3D platforms we are 
seeing global brands issuing directives to their IT departments to OPEN THE PORTS! We are 
opening offices in mainland Europe, Israel and also Australia in April as a result of this upturn. 
Agreed it is still very minority but its getting there. 


Name Withheld | think evangelization just takes time. And it is not so much a matter of 

the cost of the platform itself but of the inherent risk that the event manager is taking by 

enabling the virtual choice. Successful case studies are convincing new agents to enter the 
market, and we are nearing the turning point where the main physical venues, event managers and 
vertical web portals are going to join forces to deliver more and more virtual events. 

Europe is growing steadily in the virtual events adoption rate and other emergent 

countries are joining the space as well. Furthermore, the presence of our xxxToday Show 
MsnNBC) next wednesday certainly will speed things up 


( 


(Robert Weissman Part 1 of 2: 


XXX, | think it’s great that you raised this question. It allows me to get some opinions off 
my chest, which may be unpleasant, but perhaps helpful to the VE community in the long 
run...and if your friends can’t tell you, who can? 





e Before proceeding, I'll give my standard equivocation: My point of reference is the 
virtual/hybrid tradeshow model (multiple vendor booths/sponsors, seminars, and 
networking/chat features)...as opposed to job fairs and single sponsored corporate IT 
events, where there have been some successful projects. That tradeshow model was 
the main focus of the original platform vendors, as evidenced from their web page 
panorama of exhibit hall, theatre, and lounges/chat rooms)...although several have 
been updating their sites and promo to move away from that paradigm. 

e BTW: More than 18 months ago | had a conversation with a senior exec from one of the 
major platform suppliers and mentioned the prospect of a backlash if the quality of the 
virtual projects did not improve. He did not disagree. In hindsight, the term backlash was 
inappropriate, since it implies some form of initial significant prominence or adoption that 
is subsequently reacted to; clearly not the case here. Fast forward to now and the 
situation has not improved...and standing still actually means that the situation is worse. 
e Re Traction: It’s instructive to look back at the discussions on the various overlapping 


Linkedin virtual groups from a year ago or more. They contain wide ranging esoteric 


— 








By way of contrast, rather than 


predicting something along the lines of “the billion $ size 

of the market in 5 years,” here is a small sample list of measurable items | see now with 
respect to the previously mentioned tradeshow model: 

e the lack of any significant adoption, growth, profits, as well as outright failure...are the 
norm...and certainly nothing coming close to the hype surrounding the “potential.” 


e AVC firm divesting itself from VE platform ownership with marginal profits 

e A falloff by a factor of 10 in the messages and responses in the Linkedin virtual 
discussion groups...although many of the new posts and circular debates are essentially 
the same: “26 reasons why virtual is the next big thing,” “survey shows 86% of event 
exec’s plan to utilize virtual,” “47 tips on how to produce a successful virtual tradeshow” 
*real world examples must be purchased separately, batteries not included.... 

eee continued in Part 2, next post 


-(Robert Weissman Part 2 of 2 


e Every x months, a well intentioned poster, usually new to the group, will ask “can 

anyone provide 5- 10 examples of successful virtual tradeshows?” The digital silence is 
deafening. BTW: am | the only one who has noticed that, by simple reading of my Linkedin 
network updates, it appears @ 3 top execs from the platform vendors, along with several 

VE pundits, have left the industry within the past 100 days? The people from the tradeshow 
community who | speak with are typically very negative about the few VE shows they’ve attended, 
and incredulous about some of the hype and PR that continues to be distributed. So am I. In fact, 
after last year’sXXX meeting which indicated a universal lack of interest in VE by industry leaders, | 
phoned a publisher who has covered the industry for over 30 years, to pitch an article “The failure 
of the virtual tradeshow and what it reveals about the true strength and nature of physical events.” 
The response: “Rob, what are you so worked up about, nobody cares about this stuff.” (Mind you, 
this book will run the occasional article, on VE, with 

laudatory quotes from the usual suspects; just like the trade press covered Trump as if 

he were truly running. That’s their job; it does not indicate fact). The platform vendors, by the way, 
also seem to agree. While willing to speak, the majority have stopped taking booths at tradeshow 
industry events. The majority of tradeshow folks | speak with feel precisely the same way. 
Politeness, and general indifference on their part caused the virtual discussion boards to present a 
much skewed image of the true state of the union. (When is the last time a major 

tradeshow exec even posted on a virtual board?) When | read the steady stream of grand 
pronouncements | periodically question whether | am missing some new developments; although a 
quick visit to any of the latest virtual events quickly dispels that doubt. 


e Bottom line: it is quite possible that an honest measurement and appraisal of the state 

of virtual events will reveal some very unpleasant truths about the true potential of the 

current model and applications. Preventive dentistry can also be unpleasant...until 

compared with the alternative. Unfortunately, | get the sense that the next round of posts 

will attempt to use webcasts or embedded video as examples of successful virtual 

events. In my book, a webcast is a webcast; nothing new there. And | visit a site call 
marketwatch.com ., produced by Wall St Journal. It has text, audio, video, chat, lounges, 

blogs etc. It does not refer to itself as a virtual newspaper, or hybrid TV. And it’s just like 
thousands of other sites out there. Like the old perfesser sez: Things ain't like they used to be... 
And never were Once that fact is accepted, successful uses of VE may become possible. 


Name Withheld Ahhh my dear friend XXX....how good to read this. How | have 
enjoyed our regular Skypes over the last year and how insightful, relevant and clear 
these 2 posts are. The most pertinent observation is the one you reference on how the 


‘virtual, model is already in deep adoption yet no one alludes to it as thus...webcasting, 
blogs, networking lounges etc. | am 100% in agreement with thee. We're all producing 
online "occasions", we have been for years...traction is and has been there for years but 
stop looking for it by another name. The major platform vendors need to get less 
precious, use a different headline and 'move on'..... 


Name Withheld Quick anecdote from a call with a prospect | placed today that might 

shed some more light on the state of the virtual event union: | spoke with the president of a 
relatively small niche trade association who has begun making the rounds and researching the 
various virtual event vendors in the marketplace to see if this is something his association should 
explore further. The opening portion of our call was spent by him explaining to me that he doesn't 
want the virtual to replace what he was doing with his physical event(s). When | replied that | 
couldn't agree with him more and that the virtual should be used as a compliment instead of a 
replacement he was genuinely taken aback. He said of the 4 vendors he spoke with | was the first 
to echo such sentiments. | was quite surprised by his statement seeing how most everyone in 
these forums seems to agree with the supplement vs. supplant line of thinking but if he was indeed 
speaking with virtual event sales departments who still talk about replacing a physical event then 
we are simply setting up our customers for failure and/or disappointment. 

e I've argued in this forum and others that the market's perception of the efficacy of our 

various solutions doesn't mesh with the internal prognostications and predictions. | think 

the industry has shifted to account for this discrepancy by focusing on perpetual 

environments, digital communities, virtual business environments, collaboration suites, 
elearning,etc.... but we are still reeling from the original sin of framing the solution as a 
replacement to physical events from the outset. 


eName Withheld Xxx, | think the industry has just matured and moved to a place 

where the hype is gone but the adoption is still growing. At least in terms of webcasting. 

e The hype was created by those with the belief that virtual would replace f2f but most of 

us knew that would never happen. With that said | think many more companies are using virtual 
now ...not the full blown fancy overpriced environments but rather a simple content streaming 
solution that is 

delivering the most important part of any event.... the content. In my opinion from the f2f 

side of the business textending the content to new audiences and providing additional 

leads for sponsors is the best strategy. The other factor is that the economy is stronger now and 
companies are back to spending huge dollars on trade shows and conferences. From 20082010 
virtual may have been all they could afford. The SISO event is actually going on this week and | 
saw a stat come out of that event today that said the trade show industry is stronger than the 
economy. 


Name Withheld While | couldn't get my head completely around all of Rob's posts, | 
do see some areas that | sincerely agree with. The conversation for too long has been 
revolved around utilizing "virtual" to augment, supplement, supplant and "reinvent" 
association conferences and tradeshows. From the beginning I've said that what is most 
important is using digital means to get the content delivered to the constituents in the 


ways that they want it. And we can't forget that some of how they want it is in delivering 
it in different methods AT THE F2F events. While I'm still on the fence over the question 
about momentum (not sure there was any, not sure there wasn't), | wholeheartedly 
believe that associations need ways to publish their content utilizing multimedia and 
multisensory educational and informational technologies to ensure their survival. When 
we move past the platform vernacular and finally get to a content dissemination tools, 
maybe then we can see some measured momentum. 


Name Withheld Robert touches on several good points. | think the most glaring 

problem is the virtual market's delivery. Robert hit it on the head we are rehashing 

currently utilized remote tech and putting an immersive "wrapper" around the whole thing 

and trying to sell it as angel tears. One of the most frustrating things about the providers is the lack 
of a total solution. If | can't produce an entire event without having to integrate APIs of other 
solutions to get the job done, then the point has been missed. There is nothing more frustrating to 
event planners then having to get a webinar provider, a streaming provider, an LMS, etc., in 
addition to paying out a huge sum of money for the virtual solution. | just need something that will 
do it all and do it affordably over and over. The first vendor who figures out how to charge 1 up 
front cost (say, $10,000) and provides unlimited usage (instances and participants) for a modest 
monthly host fee ($600 a month?) will keep customers forever. Isn't that the point? Isn't 60,000 
customers paying $600 a month for 10 years better than 1 customer paying $40,000 $ 

200,000 once or twice? 


Name Withheld (waves from the corner of the room @ XXxX).....that is exactly why 
we exist. One solution with EVERYTHING in it. | have sermoned on this model being the 
winning formula for 3 years and it is just being heard. All our solutions are reusable and 
not a licensed Saas based system. Good to hear someone else talking like this. 


Names WithheldThere is an easy way to tell when technology really makes an impact. 
Confusion shows up in the language we use to describe this new thing. As a rule, the more 
inexact or misleading the term, the more profound the effect. We could arguably term this 
phenomenon as "horseless carriage thinking." It is quite often simply a characteristic of the most 
mind bending innovations of our time. 

e When automobiles first showed up, they were called horseless carriages. We did not yet 

know what a car really was about, or what it would mean to the world. it was too new. So 

we adopted a term that seemed close, the carriage, modified by the key thing that was 

being removed from this mode of transport, the horse. We eventually learned what cars were 
about and stopped using that placeholder word, a bridge between past and future. We heaped 
more and more innovation on this horseless carriage and in doing so changed the way move from 
place to place. Those horseless carriages, a seemingly quaint niche at first, changed the entire 
global landscape. Cordless phones in the home and wireless phones for mobile dialogue also 
came into the world tagged by what was missing. Now we just call them phones. That 
word,however, now connotes devices with email, timeshifting Internet radio, social media 
platforms, games and books. In this case again, the words are the same, but their 


meanings are radically different. So as it relates to virtual trade shows and for that matter virtual 
events, we are still using old ways of thinking and nomenclature to identify powerful new 
innovations. It is understandable, and yet the business community knows that the convergence of 
facetoface and online experiences is well underway. The innovation above wasn't really about 
carriages, or telephones. It was about transportation and communication. So are we talking about 
events, or are we really talking about content and community? | vote for the later. 

We spent a halfday yesterday at a long impressive table with six CEO’s of the world’s 

largest medical associations — not an hour, a halfday. That was the second of an earlier 

session this month. Every one of them is taking next steps, together, to fully engage their 
business in this category. One of them runs what is arguably the largest medical meeting 

in Europe. Another is running one of the top three technology events in the world. 

As for MarketWatch , | agree with the fact it is in essence an online extension of an 

originally broadcast TV asset. it as characteristic of how interactive television is pushing 

into the mainstream. 


e Name Withheld, and all of the others posting to and reading this thread, we are in the middle 
of this transformation. And no one person or entity is responsible for it. Many, many are 
responsible. Read this article on horseless carriages at 

e http://www. pdvirtualgallery.com/baumanntext/horseless_carriage.htm e and you may see the 
parallels. | am guessing the individuals named Duryea, Otto, lambert and Black didn't realize the 
impact they would have over time. 


Name Withheld Hey xxx. Thought you left these woods. 

e | believe the traction is gone because the economy is rebounding, travel budgets are 

returning, and event managers are returning to what they know best (and what works). 

And, as Bob so thoroughly explains, most virtual experiences have been just plain bad. 

Once many people try it, they don't return. At the risk of repeating myself, on most of these 
platforms people don't feel engaged,they can't connect well with peers. Combine that with a lot of 
poorly produced content,challenging navigation and badly rendered ‘environments’ at events that 
often aren't designed by experience designers and you get a stalled adoption curve. Time to look 
elsewhere and change the game. We don't have our killer app (read: automobile) yet 

and the breakthrough is likely to come from adjacent applications and services that are 
working....and not working...look out cable TV and Salesforce.com . The first steam car was driven 
in Paris in 1769. It took nearly 150 years and a much different way of thinking to make it compelling 
and affordable to drive adoption. What's 150 years in Facebook time? 


e Robert Weissman xxx: | was not going to mention your name re our phone 


conversations; did not want to drag you into this conversation against your wishes, but, 
alas, the deed is done. | point this out because xxx, myself, and a few others 
periodically meet up via phone to exchange ideas. Simply put, the conversations are 
quite different from, and an alternative to, the general conversations in the forum(s). In 
fact, | believe that XXX, on more than one occasion, has publicly bemoaned the lack of 
true discourse due to politeness and political/economic correctness; and has usually 
been the lone voice in pointing out various unclothed emperors...to which everyone | 


speak with privately agrees. To all: It seems that this question has garnered some attention. Two 
brief sentences have caused some folks to use them for various jumping off points, myself 
obviously included. More than a year ago | would post occasionally to the various forums. | 
stopped, mainly for the reasons mentioned in my original post. Other than to try to show 

how smart | was, or actually prove how dumb | was, | saw little reason to engage or get 

drawn into in the circular conversations as they existed...and was not interested in being 

the first “bad guy.” 

e Now that the floodgates appear to be opening (sorry for my long initial post) | plan to use 

the question to post a series of my views as to where we actually are, and how and why 

we got here. And from that, attempt to extrapolate where we may be going. This type of 

review and analysis is mandatory best practice in any business. Let’s face it, VE has 
been around in some form since the midnineties, and its latest incarnation for @ four 
years. It’s time for a performance review, not more projections. The foundation of these posts will 


be “page 1” best practices from various disciplines (sometimes overlapping) including: 
e Scientific Method: Identification and examination of measurable variables; and using 
same to gauge performance 

e Debate: Concrete examples to illustrate a point; “Don’t set up a straw man to knock it 
down in an attempt to prove a point.” 

e Logic: Apples to apples examples and comparisons, not apples to moon rocks. 

e Business: Have we profited from this? If not, why should we continue doing it? When 
will it be profitable? 

e Clearly, business considerations are the key. VE will be with us in some form. The 
question is, will it be a profit center, breakeven, loss leader proposition...or just a 
necessary expense for the health of a larger product or entity? The answer to that will go 
a long way to determining its ultimate form and adoption. In all probability, the answers 
will be different for different groups; ie association vs private producer. 





e l'Il attempt to do these posts in some form logical and chronological order...some will 
contain points submitted a year ago, but I’m sure they've been forgotten by now. Of 
course, feel free to humor, ignore, or ban me...I simply believe if an entity wants to be 
treated like a real business, it has to begin acting like one. 


e Name Withheld Hey XXX, good to hear from you! Knowing you there is more to your 
question than just the words you have written and the debate / discussion here could 
well be the result you wanted. Either way this thread is now a interesting read! 


What we loosely call 'virtual environments’ are still growing rapidly, especially in EMEA 

and APAC but as with all things in this industry we tend to get hung up on terminology. 

Just think of the confusion clients have with podcast, vod cast, webcast, webinar, web 

stream, web event on fact we still have clients calling our webcasts a 'webex'! At the end of the 
day we are talking about content portals with interactive communities 

with networking features (social and business) to keep discussion within the 

environment. | also completely agree that we need to educate around supporting, 

enhancing and extending physical events and not replacing them unless the economics 


and practicalities lead that way. 

Only last week we ran a virtual careers fair for an Eastern European country, only in 

their own language and had over 43,000 unique attendees over 3 days | 

think that is pretty good in any bodies book! I'm seeing the biggest growth in dedicated content 
communities/environments rather than trade shows, fairs and exhibitions but no matter 

how good the environment, portal, wrapper, community..... whatever we call it the 

content has to be good, relevant and easy to access! 


e Name Withheld Just hopped on a virtual event this week... Travesty would be a polite 
word... There is no there, there... All the painful parts of conference/tradeshow 

attendance, i.e. time suck, not great sessions, vendor participation low and inadequately 
staffed... with none of the upside, i.e. seeing and being seen and pressing the flesh.... Way too 
alone! Way too mediocre!! e Maybe the technology will be better someday, but it's a long, long , 
LONG way off. 


Name Withheld Candour, honesty and straight ‘telling it like it is' should be how 

everyone talks on here if we are to really get some clarity on the issue. 

e In the US, the virtual event model, in particular the trade show one, isnt ever going to 

work because it was totally hashed by the major platform vendors poisoning the chalice 

for the rest of us. Honest enough? We've managed to avoid much of the fall out over 

here as we are taking a different stance and we distance ourselves from what has gone 

on over the last 3 years. We ARE delivering online events and very effectively by avoiding the use 
of the word virtual, avoiding the mistakes of the old fashioned Saas based systems, the one size 
fits all model and making sure we qualify what we're doing is 100% objective. 

e @XXX community and content is part of any event so why not call it so? We cant be 

scared about saying that an online event works, we just need to deliver them properly. 

They are happening in their thousands each day but for some reason we keep being told 

they are not being adopted...why? There is 'huge' adoption of online events but not of the 
traditional virtual event model as peddled by the big US platforms....sorry guys, brave effort but no 
thanks. If you consider that all events, whether online or live are experiences designed for for 
human consumption then you'll taste success.... DO NOT make the technology the 

priority, make the person the priority. Rob is absolutely spot on with the term ‘circular discussion’ , 
its mind numbing how often the same rubbish is spewed across these forums. 

eV 'content has to be good' OMG,,,,, more circular discussions anyone 


e Name Withheld XXX Points of agreemant: Horseless carriage/virtual event....or virtual 
Tradeshow...My point precisely. And correct in that this VE industry, under a more progressive 
identity and definition is growing dramatically. See examples above and so many others. e Looking 
forward to the continued dialogue. 


e Name Withheld Anyone want to comment on what "good" virtual content actually looks 
like? ...and maybe the time and cost implications of making it "good". 


e Name Withheld | think it's important to quote XXX from above: "The opening 

portion of our call was spent by him explaining to me that he doesn't want the virtual to 

replace what he was doing with his physical event(s). When | replied that | couldn't agree 

with him more and that the virtual should be used as a compliment instead of a 

replacement he was genuinely taken aback. He said of the 4 vendors he spoke with | 

was the first to echo such sentiments." It's interesting to read opinions, click to profiles and 
discover what each person does as a profession. Are individuals still fearing the cannibalization of 
facetoface events? Are their negative views on virtual/hybrid events attempting to halt progression 
or encourage greater developments / innovation? From all content that I've read it's pretty 
unanimous that respected leaders in virtual/hybrid events all believe VE will not takeover F2F but 
rather help it grow. So | believe all negative feedback should be used (as in any industry, business 
or company) to grow and progress to give the consumer what they need. 

e As a 21 yr old entering the industry | can say with confidence that my generation and 

those to come don't want hybrid/virtual they EXPECT hybrid/virtual. Our entire education 

in HS/college had virtual platforms to extend classroom learning. Why would this change 

upon entering our careers? It's our responsibility as an industry to offer that. And from opinions 
above some aren't doing a great job of offering a quality product. 

e Robert Looking forward to your future posts on "Scientific Method: Identification and 
examination of measurable variables; and using same to gauge performance" 

e This will definitely help identify areas of improvement and empower the thought leaders 
attempting to grow virtual events. 


Name Withheld Well said XXX | think you just reminded all of us of another reason of why we 
need to continue to embrace and improve virtual and hybrid. The next generation of attendees 
were not brought up only meeting people f2f but rather emailing and texting back and forth so they 
are comfortable doing business that way and as more of the next generation enter the work force 
the need for virtual will only increase. 


eNames Withheld Exactly right, XXX has certainly made a good point. My 

20 year old son has very little patience for the politics and "glad handing” we all have 
come to expect in F2F contact. He wants the information quickly and in a place that is 
easy to find. As a matter of fact, he is who | bounce my immersive event graphics and 
interface flows off of before | go much further in developing a virtual environment. With 
my domain being specifically government, it has to be easy for everyone virtual 
mimicking inperson for the greatest generation; easily identifyable and readable buttons 
for my generation and the shortest route possible for my son and his generation. 
EVERYONE wants awesome content, (I Know, "circular").| think as the greatest 
generation finishes exiting the workforce, we will see events being hosted in some wild 
looking spaces. As long as vendors give producers and designers the freedom to 
customize to our hearts content, we will see things change from the tradeshow and 
conference feel to more of the magical. The one thing that | know will continue to 
increase is the requirement for entertainment. Forget about putting a camera on the guy 
droning on behind the lecturn, which is NOT entertaining. Speakers need to be 
entertaining and smart. PowerPoints need to become flashy multimedia presentations, 


not bullet points...for heaven's sake STOP with the bullet points! Glve me good sound 

and good, REALTIME video or don't do it all. And speaking of video everyone 

needs to get with the program...if you're not providing live and ondemand 

closed captioning or a least a PIP window of a person signing, then you are not only disrespecting 
a massive portion of your audience but you're also losing them. Losing them is not smart and | 
believe will eventually be considered nonoptional if our FCC leaders have anything to say about 
it...just a tip! 


Name Withheld i understand the disrepct thing but adding another layer of technical 
complexity and the fact that most people get highly irritated by the signers i'm not sure 
its a 'must' on most peoples radars unfortunately i think is specific cases it is essential 
but not mainstream 


Name Withheld Not yet, but the "FCC leaders" tip was a strong warning to everyone. 
The recently passed 21st Century Communications and Video Accessibility Act is just a 
step towards full adoption. All online video content that is used in any way to make 
money is now being "considered" to fall under the provisions of this act...which means 
most of you. If you sell a platform or digital service that houses video in any way, you are 
now under heavy consideration. 

e Yeah, | would rather use closed captioning (able to be turned off, just like a television in 
a few good players). | say PIP only for those who are tight on the budget. As the 
requirements for accomodating the impaired will more than likely become mainstream 
by necessity, it would be wise to make provisions while you have time to avoid the pains 
of being forced to do it unexpectedly. 


e Robert Weissman lIl soon post my next piece in the series notes | mentioned in an 


earlier post. I’m already having doubts about continuing, since some replies (not unexpectantly) 
are moving away from the event metaphor. However, unless I’m barred, bored, or stuck in a bar, PII 
continue because: 

e The question was posed with the term “events,” the initial target industry and the 

industry from which | come. 

e Thorough examination of a (presumably) failed model is mandatory good biz, especially 

if some of the elements are to be used in different but related models 

e The 

ultimate conclusions will have less to do with any platform or application, but 

actually reveal some basic (often unspoken) truths behind attendee/viewer behavior at 

physical events and in digital environments...industries we will all be active in, in some 

fashion 

e * I’m going to continue in the chrono/logical order of notes, despite the urge to respond 

to some excellent granular items mentioned in response to my notes, and in other posts. 

| think the notes will address those issues in due time. There will be exceptions, ie: 

GAVIN: I agree the circular conversations are an impediment. Therefore, in order to 

remain relevant to the next, digitally sophisticated generation XYZ, | request that you 

form a subcommittee 


10 


to research development of trapezoidal, and ultimately, 
rhomboidal conversation capabilities. Failing that, we'll just look square to the digerati. 


Names Withheld Had an interesting conversation with a client, who is doing a virtual 
expo with us from the Interiors industry. We were nailing down exactly what was 
important in a live show and what was important in the online counterpart, really trying to 
get at the heart of what we were selling to users and booth clients. 

e We agreed that at a live show visiting booths (stands) and meeting people is what its all 
about, it is a real experience and the seminars/workshops are almost secondary. You 
can't replicate that buzz of entering a live show and the adhoc 

conversations that 

happen in an online event however good the technology. It is the collective that 
generates the experience........ possible in video or any other virtual medium, absolutely 
not. 

e In an online event the booths are almost ‘if | have time to go and visit them | will’ kind of 
attitude; its all about the great seminar and workshop programmes and other great 
content that can be collected or enjoyed. People will, in my experience, scan the booths 
in the online show and will indeed have conversations but not like in a live show. 
However if you work up a dynamic speaker programme with excellent interactive 
workshops thats ultimately where the appeal of the online show is. Sponsorship 
opportunities for these individual online presentations and sessions are worth a 1000 
times more than in a live show because of how that online content can be measured 
and then leveraged with the afterburn thats achievable using that recorded video asset. 
Tangible ROI and data capture. Both events , totally different experiences. 


e Robert Weissman Installment #3 regarding the question: 
e “Why does it feel like the Virtual Events World has stalled? Where is the traction that we 
all felt just a year ago?” 


e And my initial response of: 

e “There never was any traction, only the illusion of traction” 

e 1. How we got here, The Genesis of the Virtual Event 

e "Those who cannot remember the past are condemned to repeat it." 

e The concept of virtual and hybrid tradeshows has been around for more than fifteen 
years. While my background is in physical, b2b tradeshows, I’ve also been periodically 
involved with virtual projects for some time; most recently devoting more than a year to 
developing online communities in the fields of medicine, pharmaceuticals, and patient 
education. For the most part, the major VE platforms have typically been created by IT 
people, not tradeshow managers; not media professionals. For example, here’s a link to 
a platform | was involved with in the midnineties: 

e In many respects, it does not look too different from the products on the market today. 
e It was created by some exApple folks, who, from the outside looking in, thought the 
tradeshow model made sense. Can't blame them; their main experience was at the old 
Macworld, which featured an ubermotivated audience, and rapidly changing, mission 
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critical product expo and conference info not available at other events. That same 
assumption seems the case with the current platform providers as well. Intuitively, from a 
nontradeshow show background, tradeshows seem like the best model; certainly, the 
model offering the greatest potential revenues; especially if you assumed that 300 to 
3,000 physical booths would migrate to the virtual model...and that you could charge for 
attendance as well! 

e In fact, VE is not the first technology developed for tradeshows to have some growing 
pains based on logical (on the surface), but ultimately incorrect assumptions regarding 
attendee behavior and extrapolated online behavior; again made by people from outside 
the tradeshow arena. About six years ago, there was much buzz surrounding proprietary 
social networking/matchmaking products, as well as attendee tracking technology. It’s 
safe to say that neither of these has yet met their initial projections. While both products 
seemed to make sense, from the outside looking in; actual attendee and exhibitor buyin 
did not meet predictions, and many of the models were ultimately not financially 
sustainable. 

e BD Metrics, the prime mover in the matchmaking 

software field, is an excellent 

example. From the outside, their product looked viable. Coverage in the trade press was 
substantial. Again, it’s the magazines responsibility to cover “hot” issues, even if they are 
shortlived. 

Furthermore, several highprofile 

industry executives would go out of their 

way to state that BD was going to revolutionize event productivity. The even used the 
BD’s exact name, as opposed to generic “matchmaking 

software.” Despite that, BD, 

after @ 4 years, changed its name and product focus; which still includes a 
matchmaking 

module. End user (attendee and sponsor) buyin 

did not match the costs. 


° Robert Weissman Installment #3 Continued 


e Key Point: Matchmaking software did not disappear. It is now a simply feature of 
essentially every registration and event tech software supplier's bundle of products...and 
priced accordingly. It’s a feature, not an application. (MS Office is an application; 
spellcheck 

is a feature). In the greater field of IT, folks are developing what they believe 

will be the next Facebook. In most cases, they create features, which are simply 
duplicated/incorporated (if worthwhile) by Facebook, Google, or another entity. 

e Key Takeaways from Lessons from the Past: 

e lm confident that, as bandwidth and access continue to grow, along with overall IT 
advancements, there will be a steady stream of folks from the tech area who believe 
they have the next big thing (application) that will revolutionize the events industry. 

e It will be the task of the event managers to become proficient in determining whether 
they are being presented with an application, a feature, or a total waste of time and 
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money. 
e They will also be tasked with attempting to determine if an item, assumed to be 
attractive, is or will be available at no or minimal cost from existing online entities and/ or 
digital devices. 

e These decisions must be overwhelmingly based on the true needs and behavior 
patterns of their constituents. (“Much more on this in later posts...plus the dreaded “c” 
word...content) 

e Recap: 

e The illusion of traction, in addition to being caused by points raised in earlier posts, 
including: 

e Isolated, 

insulated groups with extended threads and posts all reinforcing each other's 
predictions and statements, with no concrete facts or examples provided 

e Acomplete refusal to acknowledge the dismal track record of actual events 

e Indifference 

(not “fear”) on the part of actual event managers to set the record straight 

e Was also caused by: 

e Various industry leaders touting the future of VE in glowing terms 

e Trade press covering VE in general and the aforementioned announcements 
specifically 


Names Withheld feel a little like we are trying to drive the car forward by staring in the 
rear view mirror. | don't think there is much disagreement that the virtual trade show 
booth model is only marginally successful and mostly a non starter. | hope we walk away 
from this discussion with ideas that will help us "create" the future otherwise it will be 
truly be another circular debate. "Knowing where this is going" is very different and not 
as interesting (to me) as focusing on where this COULD go. 

e We need to focus on working with creative people that know events and are well versed 
in all the opportunities digital technologies offer to help them do the things they need to 
do. And if we do that they may come and contribute to the conversation as well. 

e Despite our debates, the customers out there are going to look at online, digital, virtual 
(whatever you want to call it) to help them extend the reach of their events, drive 

physical attendance, serve attendees ongoing needs, engage, launch programs that 
don't have budget or need to be F2F, etc.oh 

and yes, monetize. If we have creative 

ideas, real constructive input they will pay attention if not they will ignore us and seek 
these solutions elsewhere. 

e Saying something sucks or doesn't work without saying how you would fix it is not 
educational or informative and doesn't help them do their jobs any better. 

e XXX, great question. | suggest we create a separate post and solicit actionable 

input (and move over Adam's response as well). 


Names Withheld @Robert please 
help me understand why it is a bad thing for the 


conversation to move away from the event metaphor? The original question was about 
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the virtual events world, not events exclusively, and from my perspective our world in 
general has moved away from the event metaphor to some extent and it is natural for the 
conversation to follow. 

e | would argue that this shift away from the event metaphor is in large part due to the 
realization that the event model was/is failing. When prospecting for new business, 
vendors are now more likely to be targeting digital marketing depts. instead of live event 
depts. 

e | look forward to having a candid discussion as to why the model failed (many thanks for 
your input from a much needed perspective) while also keeping an eye towards the 
future and taking into account the new models that are currently driving the industry. It 
may be a lost art but perhaps we shouldn't worry so much about our fellow members 
ability to compartmentalize specific aspects of the discussion/comments, circular as they 
may be. 

e FWIW @XXX | 

find that these discussion transcripts are a fine example of 

"good" virtual content. 


Names Withheld @XXX 

e One way to look at the market opportunity is to use major event investments as a trigger 
for use of the platform to extend and leverage those major investments (and great 
content to be repurposed), but it should be sold as a year round communication 
destination to those who make decisions about websites and portals (VP Marketing). 

e In this way it truly becomes a next generation portal/destination for organizations. These 
decisions extend far beyond the purview of the event manager/director to the marketing 
VP, as it requires a larger investment AND redesign of content and experience in a 
manner that suits the digital attendee.... and that is something that many event 

managers cannot be bothered with. 


Names Withheld XXX 

e | think if one evaluates the industry overall, Virtual Meetings are not seeing much growth, 
but Hybrid meetings are booming. We have seen enormous growth and 100% of our 
clients are signing on for more. There is a huge market of people who want to access 
events online, whether it be for the content or for the action, but one thing is for sure 
there is a market that will pay to access the event Live!! 

e While the industry has focused on delivering the capabilities for event planners to 
supplement F2F events with technology driven platforms, the reality is that the 
technology is not the answer, it's business models based around these technologies. 

Our clients are successfully extending their reach and driving revenues in the 6 figures. 
And we are only at the tip of where these technologies will allow Organizations to drive 
their content, as Todd was discussing. 

e The best part about Hybrid meetings is that they require basically zero effort on the part 
of the client. Where as, a Virtual event takes almost as much effort and resources to 
coordinate and run, a Hybrid basically runs in tandem to your live event and even 
enhances the live event. | can honestly say that our client's basically do nothing but add 


a line in their marketing materials. Now, some choose to be more involved, but the 
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bottom line is, Hybrids are easy and successful. 
e So, to answer your initial question, the momentum hasn't been lost it's been redirected. 
Glad to see such exciting dialogue! 


e Robert Weissman Ahhh, where to begin, Where to end? Gee; 38 responses in 2 


days; | hate when that happens! So a fella’ asks a 2 sentence question. | try to answer, 
in a comprehensive and substantive fashion to the degree that folks won’t be talking and 
walking around in circles for another 3 years. | give a googolplex of statements of 
purpose and equivocations. | point out the previous lack of concrete examples, and 
stress the need for standard “Page 1” good biz practice, thorough review and analysis of 
efforts to date, scientific method, etc, etc. | even try to inject a bit of humor to enliven the 
delivery of a dry, and sometimes unpleasant subject. | mean... 

e How can anyone expect to fix something if you don’t know why it’s really broken in the 
first place? Who says the booth model doesn’t work? Job Fairs, College Fairs, CA World 
and other, specific IT events, and other models seem to be doing quite well, on a 
sustainable, measurable, year over year basis. Maybe the booths are not the only or 
even main problem of unsuccessful virtual efforts? | suspect the platform providers, who 
have invested millions in refining the virtual booth, might like to know for certain before 
they chuck it away. BTW I’ve met and like many of the platform providers...they are 
wellintentioned, 

very intelligent guys and gals; good people. From my perspective, they 

are in a tough position; | sincerely would like to see them succeed. If anything, the event 
managers have let them down, by producing poor events due to bad business, not bad 
technology. 

e OK two last examples before | pack it in 

e Scientific method: Identify a situation. Attempt to identify all of the variable contributing to 
that situation. Isolate, observe, and measure their individual effect on the situation. 
Same with combinations, and permutations of the variables. If a plane goes down during 
a lightning storm, do you just assume the lightning caused it, or do you try to retrieve 
every last scrap for microanalysis? 

| would not even be surprised if there were 

regulations mandating that precaution. 

e Business practice: Retail/Restaurant owners hire secret shoppers to visit their stores and 
report back on the experience. Hollywood prescreens movies and hands out comment 
cards. Mfrs. monitor focus groups testing their prods via twoway 

mirror and remote 

listening devices. If something sucks, they want to know about it early and often, and 
while most answers contain more detail than just sucks; every response is vital. And 
when someone says a movie simply sucks, it’s not their job to rewrite the ending. 

e | could go on (surprise) but l'Il stop here. l'Il continue to write my installments, in a more 
leisurely time frame, but won’t post them here. It’s really a big picture thesis, and the 
thread seems to prefer granular discussion. l'Il probably assemble all entries into a 
wordpress document, and post links to various tradeshow and meetings groups on 
Linkedin 

e BTW: | continually stress the importance of examination of enduser 


15 


behavior. Here’s a 

video shot thru a 2 way mirror of a subject being shown various virtual environments. 

Nothing short of invaluable feedback. Enjoy, and sorry about the shirts! 
https://drive.google.com/file/d/1 OWIFNmP12xDp8sJdfJHJOBnWCO03wRsK8/view?usp=sharing 


Names WithheldSorry Robert, | thought you were excepting the virtual job fairs, 
college fairs and corporate events from your general comments. | agree, these are very 
successful with the booth metaphor generally. In fact | would say that B2C is having 
some of the best success with virtual exhibits. | was just talking to a vcopious client 
homeschoolconvention.com and they are doing very very well with exhibits bringing in 
some exhibitors at the top level that equate to one booth being sold and the show is 
largely paid for and they have about 10 at that level. Beyond those use cases | have 
found just a few others in the B2B space that have had success with exhibits (HIMSS 
and UBM being a couple) but I'm sure there are many more. The problem is there are 
many that have tried and not had success and have continued with their virtual events 
but not the expo. For associations and other commercial B2B event producers, if they 
can't monetize, the market will be slow to develop. So they are largely looking at ways to 
monetize the content (with growing powerful success) and use the hybrid or virtual 
extension to market their physical events and there are strong examples of success 
there as well. 

e | think we are both agree that we can't solve a problem until you acknowledge that you 
have one one and accept responsibility for solving it. | hope you'll stick around and 
continue to help us collectively solve the challenges. 


Names Withheld@ XXX Preachon, 

brother! The virtual portal should 

be the next website, for real. @Robert Weissman man, 

you are serving some good 

stuff. Go for the wordpress doc and postings, but this discussion really needs to hit the 
big time with 

you driving the discussion. | 

think it would be awesome 

to take this discussion digital with all of the trimmings and produce a 
townhall/roundtabletype 

discussion around improving our industry. This conversation 

should stay among the producers, vendors and other digital providers who just want to 
explode in this space. | volunteer to help, speak, whatever! 


Names Withheld Fascinating thread to follow here. 

e So, | gotta ask. Do we know relative size, growth/decline of the VE industry? 
(Facetoface 

segment has great measures here.) If not, why not? This entire 

conversation would be much more meaningful with this insight. My apology for the 
veer... maybe a topic for a separate thread. 
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e Robert Weissman XXX: No worries. I’m almost tempted to present my views 


regarding the various attributes of IT events, Job Fairs, etc, but again, from my POV, an 
individual granular discussion of these types of issues, without the benefit of being part 
of a greater, comprehensive, integrated document, will have limited benefits. 


Names Withheld @XXX Great idea...any platforms want to donate the tech for a Town 
Hall? 

e @Todd No I don;t think we have any real measurement. There were three market 
studies done one by Frost & Sullivan but that was a few years ago, some report by 
Forrester but | never saw it ($$$) and the Market & Data report that used the "B" word 
but all | ever saw was an exec summary and none of the platforms | talked to had been 
contacted for input so... 

e So why not? That's a good question but | think that whomever would conduct that 
research would have trouble recouping their investment. There is a hybrid study in the 
field right now but it will give market size | do not think. 

e @Robert maybe your document could be the driver of the discussion for XXX Town 
Hall meeting idea? 


e Name Withheld @XXX 

e | can arrange to use a platform that features up to a dozen webcam panelists, slides and 
as many audio attendees as want to join. Lets pick a date and l'm in. 

e @Robert, lets turn that treatise into short statements perhaps in a deck people can 
converse around... 

e cheers, m 


Names Withheld | was just about to nominate the platform you showed me a couple of 
weeks back @XXX so you've got my vote for the technology to be used. 


Names Withheld @Westcott great, thanks! Will the platform capture the event for on 
demand? We should maybe set up another discussion for crowdsourcing the planning 
(format, presenters, date, etc.) of the great debate? 

e @XXX, we can indeed record the session and | would like to propose an initial planning 
conversation this Thursday at noon EST, as | believe our collective timezones span 8 


Names Withheld | am on vacation this week but will definitely try to 
make it. Wouldn't want to miss this. 


Names Withheld Count me in, absolutely. 


Names Withheld Hi, well we can shoot for Thursday at 12, XXX will invite 
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anyone who would like to join us to his new platform for the meeting. If | understand it 
correctly there can be up to 10 people with video and many more with audio only. As far 
as invitations | would say Mike you can use this linkedin group and others you may 
belong to to handpick people but we should make it open to all. Robert, xxxx, xxx if you 
haven't received a request from them to name a few. So this meeting will be a 
brainstorming meeting to croudsource the town hall at a later date. Check above for 
Mike's email. 


Name Withheld A little late for the game, but a great discussion from all the usual 
suspects. Thank you all for that. 

e | must agree with you few that there's no slowing down... if you disagree, its quite 
possible that you may be doing it wrong and need to better understand the market you're 
targeting. Gone are the days when an organizatechnology be paying for technology that 
while "neat," doesn't meet it's needs head on. Most of them get that a one trick pony 
won't when every race. Unfortunately though, there are many of you who are "good" at 
sales and somehow get that pony into races that it has no business being in. I'm not sure 
if this is the same poison referenced above, but it's something of a problem and one 
more possible reason many are experiencing resistance. 

e | have at least one interaction a day that highlights a previous "bad experience" and a 
now disgruntled decision maker. Just be honest with your current and prospective 
clients. If it's not a good fit, share why and recommend a different approach and help to 
strengthen our industry! Easy enough, right? 


Names Withheld | blogged about this in 2008 in an introspective article titled 

"A dozen reasons why virtual tradeshows fail to realize their potential". Here's a link 
e http://blog.itradefair.com/2008/07/dozenreasonswhyvirtualtradeshows. 

html . Virtual 

events thrive without hype or sponsorships when they are solving a specific problem. 
Some of the acceptance issues may be overcome if the group can coin a catchy 1 or 
2syllable 

name that accurately describes virtual events. See my blog post titled "Virtual 
What?" on that http://blog. itradefair.com/2009/08/virtualwhat. 

html . However, mainly it 

boils down to whether a virtual event is a painkiller 

or a vitamin. 


Names Withheld Hello, you are invited to check in tomorrow (Thursday) noon ET for an 
online meeting to discuss the planning of a proper online Town Hall event on the subject 

of the future of virtual events. 

e The destination where we'll met is: 

e Using workroom is easy. To enter, simply click on the “Use Linkedln” icon and allow it to 
use your LinkedIn ID and password information (you can always create a user name 

and password if you prefer). Upon entering click “Allow” and then click on Enter 

Workroom. Its best to use a headset with your computer, or use the dial in number in the 
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chat box when you arrive. You are welcome to use a webcam as well. 


Names Withheld Every VE group including mine has asked this same question and 
it always gets a huge number of responses... from the same core group. | don't know 
how many users may be listening but if they are, we're not helping them feel good about 
VEs in general. 


Name Withheld....That first blog post of yours was fantastic. Insightful and 
wholly relevant to, this day. lve watched the virtual trade show model crash and burn in 
the US and the UK is avoiding those mistakes. Really glad you posted it. Thanks 


Name Withheld xxx glad 

you liked the blog post. The next one in that 

series has some useful tips, | just realized. It is titled ‘Seven other (controllable) factors 
that impede the runaway success of virtual trade shows Part 

2 of my analysis’ so here's 

a link:e 

e | believe every provider, no matter where they are in the world, will have their fair share 
of successes and stumbles with virtual fairs. A successful virtual fair requires a marriage 
of several minds those 

of the providers’ team, the producers’ team, the exhibitors' 

teams, the sponsors' and the attendees' minds a 

lot of variables there. Once all the 

teams hit the right notes or strides, virtual fairs are as beautiful as symphony or tango, 
and highly effective while seeming effortless. | like to encourage users to repeat virtual 
fairs a few times, finetuning 

them repeatedly as they go along before determining 

whether they are worth it or not, because, like any marriage, what makes one virtual 
event successful may not work for another event organizer. It may take a few tries before 
an event organizer finds the right groove for the virtual fair. 

e It is rarely about the technology. It is about finding a process that the users find 
comforting and effortless. It is about the event organizer knowing and conveying the 
raison d'être of every virtual event 


Name Withheld 1. Over the last 3 years improved methods of engagement have 
produced increasingly positive results for us so thats a 'yes' to improvement on 
engagement but ‘not yet' to total success. You cant produce a ‘total’ solution in FB or 
LI....for small occasions agreed they have some value but if you have been in live event 
production you'll know that if you take the human factor into consideration, which is vital, 
then these mediums are poor for engagement. 

e 2. Vast sums of money no (but the forthcoming year perhaps) , profitable yes. 

e 3. Having been a live event producer for 25 years there is no other way but | do know 
that the technology based virtual event platforms missed this vital point and therein lies 
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one of the core reasons as to why virtual events were poorly received. IF you cant bend 
it to a clients needs then this business isnt for you. 


Names Withheld , where are your priorities, man? ;) 

e For the record, here was the content we riffed from (courtesy of Robert Weissman et al) 
and some of the points made: 

e TOPIC: VIRTUAL EVENTS TODAY 

e “There never was any traction, only the illusion of traction” 

e Getting past the hype: An examination of a struggling model and a discussion of what’s 
next? 

e OBJECTIVES 

e A paper, research, conversation, catharsis? 

e decided to continue the conversation on a moderated and regular schedule (TBD) and 
consider a design competition 

e GENESIS 

e "Those who cannot remember the past are condemned to repeat it.” 

e The concept of virtual and hybrid tradeshows has been around for more than fifteen 
years. Many thought the tradeshow model made sense. (lessons from NAB circa 1995) 
e LEVEL SETTING 

e Many major VE platforms have typically been created by IT people, not tradeshow 
managers, not experience designers and media professionals 

e What is the status of the event metaphor / model online? 

e What are the truths behind attendee behavior at physical events and in digital 
environments? 

e LESSONS LEARNED 

e What can we learn about the difference between social networking/matchmaking 
products for events and the current crop of successful enterprise social platforms? (BD 
Metrics vs Jive) 

e WHATS NEXT 

e What is the next big thing (application) that will revolutionize the events industry? 

e What is needed based on the true needs and behavior patterns of attendees? 

e What happens when we stop thinking about events first? 

e What is the state of the art in online business and communities? 


e Pretty interesting discussion in terms of content. Adam, from the CDC defines the 
problem. He did one event, apparently very successful, customizing with the vendor and 
his inhouse 

designers and programmers and combined 3 navigation models to satisfy 

everybody. 


e The analogy that Amazon and NetFlix don’t look like a bookstore and a theatre was 
suggested as an alternative to the show floor. Why can’t we do that with virtual event. 
Steve Jobs reference suggested that a solution is NOT going to come from user 
experience research, but a design competition may reveal some interesting new 
models. You could survey a million Motorola phone users and you wouldn’t come up 
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with an iPhone...... More to come.... 


Names Withheld | spoke with xxxx last eve. As suspected BD mtg was one | had to 
attend. Great context above and many relevant/productive points made. Apologies 
everyone. Sounds like a positive exchange. 

e xxx reference an idea re a regular event schedule for this discussion. Synchronous 
dialogue will be much more productive than the threads. 


Names Withheld 1. Our customer are being truly engaged. They generate more leads 
with our platform than with other solutions and their own customers are satisfied with 

their ROI. Over 85 % of our customers repeat after their first event and they deliver 
various events yearly. 

e 2. We are profitable ;) and we experienced a 60 % revenue growth in 2011. We are also 
growing in 2012, despite the terrible financial situation in Europe. 

e 3. Good question. We try to do so, but it is true that each platform has a tremendous 
intertia and it is difficult to be as flexible as we should. | think the virtual events space is 
still in its first steps and there will be still a few pivots needed (in the technology and the 
business model) before it becomes mainstream. 

e 

Names Withheld @xxx great recap and thanks for hosting the get together. As 

xxxx mentioned, based on the initial meeting, | would like to propose that we make a 
regularly scheduled meeting say monthly so we can develop a cadence and structure 
that lends itself to a work in progress. | have a program this week at Moscone so I'm out 
of pocket until Friday and have been in prep mode over the weekend but what do others 
think of a regular meeting to discuss what works, what doesn't and what an ideal user 
experience would look like? 
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